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Report Highlights:

The aver age Pole consumes almost 7 kg of citrusfruit per year; an increasein
consumption of grapefruit and orangesis expected in the near future. U.S. sales of
grapefruit to Poland are making a dramatic comeback after significant decreasesin
the year 2000. Prior to 2000, U.S. exports had been increasing steadily over a span of
several years. Exportsin 2001 showed a 60% recovery, increasing from 4,237 MT to
7,164 MT. Further increases are expected as a result of the September 2002 import
duty reduction from 15% down to 5% applied to U.S. grapefr uit.
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Section |. Market Overview

Poland, with a population of nearly 38.5 million people, is the largest market in Central Europe. The
country has been successful a attracting foreign investorsin the food processing industry asthe
wholesde and retail sectors continueto grow. The Hypermarkets and Supermarkets are a prime
example of thisfast changing industry. The number of Hypermarkets is expected to double or even
triple over the next severd years. With this growth, strong markets for foods, like grapefruit, that were
not aways access ble before the transformation period, (1990's) have now emerged.

The groundwork for grapefruit sales to Poland can be traced to the food deficits of the 1980's. During
that time, shortages of food and most other goods were common. As aresult, grapefruit was often
given as a present for Christmas and other holidays. Grapefruit was considered exotic and healthy. The
firgt grapefruits marketed here were white (white marsh seedless), however pink (ruby red, flames) and
red (star ruby) varieties soon became the grapefruit of choice. Today, grapefruit is consumed primarily
as abreskfast item or sdlad ingredient. As Polish consumers become more affluent and hedlth
orientated, the future value of grapefruit sales should gppreciate.

Advantages Disadvantages

U.S. exportsincreased 60% from 2000 to 2001 | Polish consumers migudge Turkish and Isradli
grapefruits as higher qudity due to outward
appearance when comparing to U.S. products

Tariff charges were reduced from 15% to 5% in | European Union memberswill ill have an
September 2002, making them equd to Turkey | advantage at a 0% duty rate.
and lsradli duties.

Retall pace for grapefruit is growing with Polish consumers prefer the least expensive
supermarket and hypermarket expansion grapefruit avallable, which often favors Turkish
or Isradli products and hinders U.S. exports

Section |I. Market Sector Opportunitiesand Threats

1) Entry Strategy
Contacting the right importer will help abusiness enter the Polish grapefruit market. Most
supermarkets, hyper markets and specidity shops buy a mgority of their fresh produce through
wholesders, set up through large importers which have their own distribution channels and marketing
contects. Exportersof U.S. grapefruit may obtain alist of current importers by contacting the Office
of Agricultural Affairs of the U.S. Embassy in Warsaw (see Section V).

2) Market Sze, Sructure, Trends
The primary consumers of grapefruit thus far have been married women ages 30-50 years old.
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It has been noted that older consumers (55-65 years old), buy smaller amounts of fruit, but on a
more regular basis.

With the average Polish customer consuming 15 kg/per capita of applesversusonly about 7
kg/per capita of citrusfruits, an increase in consumption, especidly that of grapefruit and oranges, is

expected in the near future, according to unofficial sources.

U.S. sales of grapefruit in Poland are making a dramatic comeback after sgnificant decreasesin the
year 2000. Prior to 2000, U.S. exports had been increasing steadily over a span of severa years.
Calendar year 2001 exports showed a 60% recovery, increasing from 4,237MT to 7,164MT.
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Figurel. Poland - Import of Grapefruit (Metric Tons)
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It isimportant to note that Poland is an important transshipment point of grapefruit. According to
some Polish importers, large shipments, congtituting as much as 10% of the volume of imports of
U.S. grapefruits, are purchased from intermediaries in Europe (mostly through the Netherlands) and
may not be liged as afind destination point on U.S. export documentation, thus not gppearing on
U.S. datidtics.

From 1996-2000, the FHorida Department of Citrus was very active in the Polish market and
marketed its product during the winter months to take advantage of the seasond market. Using a
vaiety of different promotiond techniques (in-store promotions, production of Polish language
lesflets, etc.), the FDOC helped stimulate an increase of grapefruit exports to Poland over the past
few years.

3) Company Profiles
In the early 90's severd large importing firms existed on the Polish market. In addition to these
market leaders, there were an additional 20-30 smaller, loca importers/distributors of grapefruit.
This market organization was maintained until the year 2000. During 2000, huge market changes
occurred in the area of fresh fruit and vegetable distribution. This change occurred due to the
worsening economic Stuation in Poland at that time. In addition, some of the larger super and
hypermarket chains operating in Poland organized their own import/distribution departments.
Currently, there are 5-6 large importers of fruits and vegetables on the Polish market.

Section |11. Costs & Prices

Currently, the Polish market is very much price driven. Super and hypermarkets dominating in the fruit
trade are forcing Polish importers to concentrate only on the cheapest products, while a the same time
requiring high qudity. Thistrend isadso evident in the retail sector, where Turkish grapefruit (1.99-2.49
zls’kg) dominates, followed by Isradli (3.49-3.99 zlskg), and the U.S. (3.49 zls/kg) products.
(Exchange rate: $1.00 = 4.00 zZlotys)

Asaresult of a June 2001 agreement between Poland and the United States, the import duty assessed
on U.S. grapefruit dropped from 15% to 5% on September 6, 2002. This duty reduction is expected

to encourage higher exports of grapefruit from the U.S. to Poland. Prior to the tariff reduction, strong

price competition from countries utilizing preferential customs duty terms - European Union at 0% and

Israel and Turkey at 5%, hampered U.S. exports to Poland.

Polish imports of U.S. grapefruits could further increase once Poland becomes an EU member. The

lower EU externd tariff of 2.4% applied to U.S. grapefruit will be adopted upon Poland's probable EU
accesson in 2004.

Section V. Market Access

Shipments of frech fits require a phytosanttary seritficate. Ay chipment pontaining prohibsted
organisos (fimgi, viruces, baoteria, meeots, miates, weeds) will be prohibied fom entering Poland.
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A fist of prohibited organisme is available from the Mamn Inspestorate of Plant Protestion and available
on the Inspestorate web page: hitp//Awww.pior.gev.pl

DPolish phytocanitary regulations are baced on a law dated July 12, 1995 whose whole text with relevant
vpdates was publiched in Dzemik Ustaw in 1595 ne. 66 pos, 751. Regulations surrently in plase
(Dzemik Ustaw ditd. February 16, 2001 ne. 22 pos. 248) epeotdy: 1. harmfil organieme subiest to
sompulsory sontrol: 2. fists of plants, plant produsts and obieots whish are forbidden entry to Poland;
3. Other epeotfic phytosanitary recuirements and 4. List of plante, plant produnts and obiests for which
a phytosnanitary certificate is recred. The U.S. grapefivit duty redustion from 15% down to 5%,
oopured September 6, 2002 under Dzemik Ustaw mmber 143

Section V. Key Contacts and Further Information

For more information concerning market entry and a current importer list contact:
-Embassy of the United States of America
Office of Agriculturd Affairs, Warsaw, Poland
Wayne Molgtad, e-mail: agwarsaw@fas.usda.gov
tel: 48 22 628 2460, fax: 48 22 628 1172
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